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CITYWIDE CUSTOMER SERVICE STRATEGIC TEAM

e Everyday more than 450,000 residents, 35,000 businesses, and thousands of
visitors depend on the services provided by the City of Kansas City, Missouri.
These are our customers and we will serve them with an unwavering
commitment to provide the highest quality services, programs, and facilities
in a fiscally sustainable, responsive, and courteous manner.

e Improve citizen satisfaction with citywide customer service by 3% in the fiscal
year

e Manage customers’ expectations by establishing service levels agreements for the
completion of service requests and work orders and meet the service level
agreements 80% with a satisfaction score of 85%

e 100% of departments will develop a customized customer service training,
evaluation, and recognition program during FY 14-15

e Each Department Director (or representative) will meet quarterly with the City
Manager to review and evaluate survey results, customer responses, and other key
customer service indicators for their department.



CUSTOMER SERVICE PROMISE

As employees of the City of Kansas City, Missouri, we recognize and value all
our customers - residents, visitors, businesses, workers, co-workers, and
other city employees. Therefore, we promise to:

SERVE our customers with respect and courtesy, treating all individuals
equally

RESPOND promptly to our customers in a courteous manner
ADDRESS problems in a constructive manner with a “can do” attitude

WORK as a team with other city departments to find solutions and provide
options for resolution whenever possible

PROVIDE our customers with accurate and clear information on our policies,
procedures, and completion timeframes for service delivery

COMMUNICATE to keep our customers advised of developments and changes
related to our service delivery

OPTIMIZE opportunities to work in partnership with other organizations and
agencies to provide options for resolution when an issue is not within our
authority or purview

PERFORM as good stewards of public tax dollars and provide our services in
the most efficient means possible



CUSTOMER SERVICE STANDARDS

* 14 page document developed by Customer Service Committee

* Covers:
Visitors to City Hall and customer service in the field
Working together as City employees and working with vendors
Meetings and appointments
Accessibility
Response time
Telephone, email, mail, fax, and memo communication

Addressing issues, complaints and feedback and providing
information

Professional appearance, office space and hours of operation
Technology support, websites, and social media
 Will be shared with new employees via employee orientation

and existing employees through communication methods
under development.
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INVENTORY OF SURVEYS

Business
Survey

WSD Customer
Survey

Employee
Survey




MEASURING CUSTOMER SERVICE IN BUSINESS PLANS

All departments are required to create a business plan. All
business plans are required to include measurements of customer
service for the divisions within that department.

Examples of measures developed to date:

Department

Information Percent of annual survey results that

1 0)
General Services Technology were satisfied or above g%
Human Recruitment Applicants sz.itlsfled with the online 80%
Resources application process

Nelghbo.rhood Administration Department staff co.mpletl.n.g annual 90%
and Housing Svcs customer service training

Public Works Operations Garage user satisfaction 80%

Finance Revenue Customer dropped calls 12%
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CITIZEN SATISFACTION WITH CUSTOMER SERVICE

The key measurement for this priority Is the percent of citizens who are satisfied with the quality of customer
service they receive from city employees. The goal is to increase satisfaction to 52% by summer 2015. exore the daa
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DEMOGRAPHIC BREAKDOWN — SATISFACTION
WITH CUSTOMER SERVICE

More Likely Age 65+ || Female | | Live in 3" District | | Contacted 311
To Be Satisfied

Ve iion | Lived in KC 50+ yrs || Income <$30K || Used bulky pick-up

Service From
PEEesT | Visited community center | | Attended public mtg

Age 18-44 | Male | Lived in KC 20-29 yrs

More Likely
To Be
Dissatisfied
With “Customer
Service from
City Employees”

Contacted WSD | | Visited KCI | | Used website

Visited parks | | Had contact with Municipal Court

Victim of crime | | Voted | | Used ambulance service

Yes 91% 90% 85% 76% 66%
No 9% 10% 15% 24% 34%




QUALITY AND TIMELINESS OF DEPARTMENT
SERVICE — RATINGS FROM SERVICE REQUESTS

% Customers Satisfied with Quality of Department Service

B c: of Customers Satisfied with Timeliness of Department Service

-- Target (85% Satizfied)

100.00

60.00

40.00

Percent of customers rating
service/timeliness as acceptable, good or
excellent on survey

Source: kcstat.kcmo.org @



% OF REQUESTS CLOSED WITHIN ESTABLISHED
TIMEFRAMES

% of Requests Closed in Established Timeframe  --- Target (=80%]

Percent of 311 Service Requests Closed
Within Established Timeframe

Source: kcstat.kcmo.org @



311 MATRIX FY2013
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311 MATRIX FY2014 =
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MATRIX COMPARISON
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CUSTOMER SATISFACTION WITH 311 CALL CENTER

— RATINGS OF SERVICE REQUESTS

on sSurvey

Percent of Customers Rating 311 Customer
Service as Acceptable, Good, or Excellent

L% Customers Satisfied with Customer Service Provided by 311

-- Target (90% Satis fied]

Source: kcstat.kcmo.org



311 CALL CENTER ABANDONMENT RATE
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AVERAGE SPEED OF ANSWER FOR 311

EmCalls Received  =—Average Speed of Answer (Minutes)

Calls Rece
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311 CALL VOLUME BY DAYS OF THE WEEK

@ Average Calls Received W Average Calls Handled B Average Calls Abandoned

1,997
2,000

1,800

1,600
1,400
1,200
1,000

Calls

800
600
400
200

Abandonment rate Monday = 18%
Abandonment rate Thursday = 6%
1,616 c4c
= 1484 1,400
1,376 1,343 400 4 1,323
366
167
140 36

Monday Tuesday Wednesday Thursday Friday

Source: Cisco Call Center @
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CITIZEN SATISFACTION WITH 311 CALL CENTER

|. Owerall guality of the city's 311 service
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CITIZEN USE OF 311 CALL CENTER

|- Have you called 311 Action Center in the last vear?
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CHANNELS FOR 311 SERVICE REQUESTS

100%
90%
80%
70%
60%
50%
40%
30%
20%
10%

0%

Source: Peoplesoft CRM

Year (Number of Service Requests)

@ % Phone

H % Other*

@ % Email

@ % Web

*Other
includes
fax, Twitter,
mail, and
walk-ins




311 VOLUME AND CHANNELS MAPS
(MAY 2013 — MARCH 2014)
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311 AND TWITTER

Service Requests via Twitter
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311 TWITTER ACTIVITY — WHAT’S GETTING TWEETED

Number of Service Requests with Source Twitter
n.na 5.00 10.00 14.00 20.00 25.00 30.00 35.00 40.00 4500 50.00 55.00 60.00 6500 7o.00 7a.00 a0.00 85.00 4]

ncerns (14)
on (13)

2ust, Vandalism (12)

o Four Lights (12)

and West Of Blue FKWY) (12)

ents on the Right of Way (11)
sing - Emergency (10)
(10)
o Entry (10)
on Priority Review (10)
(10}
eneral (South of River to 47th Street and East of Blue PKW™Y) (9)
amoval for City Tree (9)
er Sewvice (8)

https://data.kcmo.org/311/311-Cases-via-Twitter-Request-Type-by-Case-ID-Coun/9vcb-qyis



https://data.kcmo.org/311/311-Cases-via-Twitter-Request-Type-by-Case-ID-Coun/9vcb-qyis

TWEET GEOGRAPHY — WHERE ARE THE TWEETS
COMING FROM?
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https://data.kcmo.org/311/311-Requests-via-Twitter-Point-Map/wsn7-hb8a




EMPLOYEE SURVEY: PERCEPTIONS OF 311 1 - susiscay

significant increase in
satisfaction

O Satisfied /Very Satisfied O Neutral O Dissatisfied/Very Dissatisfied
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CONTINUOUS IMPROVEMENT - FOCUS ON
FREQUENT INTERNAL USERS

B

311 CALL CENTER OPEN HOUSE

Learn about what we do and how we do it. This exciting

event will include:
o Reviewing the history of 311

o Listening to recorded calls and live calls

o Learning about performance management




Communication
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CITIZEN SATISFACTION WITH CITY’S EFFORT TO
COMMUNICATE

Current as of Mar 2014 44 Percent of ciizens safisfied
Jun 2015 Target

Percent of citizens satisfied @ On Track

Jan2014 M Jan 2015 Jun 2015




CITIZEN SATISFACTION WITH AVAILABILITY OF INFO

|. The availability of information about city programs and services
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HOW DO CITIZENS LIKE TO RECEIVE
INFORMATION?

B Viebsie [ City Magazine (KCMOre) mailed  [lj Channel2  [J City Magazine (KCMOre) emailed [ Text [l Social MediaTwitter

Percent of citizens selecting as preferred method of communication
0 5 10 15 20 25 30 35 40 45 50




PREFERENCE FOR INFORMATION BY DEMOGRAPHICS

Boxes beneath each communication method show demographic groups that
are more likely to select that method as their 15 preference for communication:

: : Social
Website Magaz_lne Magaz1_ne Channel Text Media/
- Mail - Email 2 )
Twitter

1st/2nd/
4m/6m
District

$30K to
$100K
Income

25-64

years old

Women

1st/2nd/
3rd/5th
District

$0 to$60K
Income

65 years
or more

1st/2nd/
4m/6m
District

18-24
years old

3r‘d/5th
District

$0-$60K
Income

65 years
or more

>$100K
Income




1°>T PREFERENCE FOR COMMUNICATION BY
COUNCIL DISTRICT

100%
8% 9%,
90%
80%
70%
60%
50%
40%
30%
20%
10%
0%
1 2

Source: Citizen Survey, FY14

9%
4 5 6

Council District

3

B No preference provided

B Social/Twitter

@ Text

B Magazine - email
B Channel 2

B Website

B Magazine - mail




CITY COMMUNICATIONS: OVERALL APPROACH
AND STRATEGY

Transparent
& Timely

Tell Our Story

Centralized
VS.
Decentralized

Strategic
Channels







CITIZEN SATISFACTION WITH WEBSITE

|. Overall usefulness of the city’s website
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WEBSITE REDESIGN
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FEEDBACK TO WEBSITE REDESIGN

Continual Upcoming

Compliments Criticism Improvements Changes

Change

itself

obile view
Larger text search
button

Color of k| Contact ,
links § information ¥

Search
results

Keywords Readability




WEBSITE VISITS

All Data is for March 1 through May 24

@2013: KCMO.org ©2014: KCMO.gov

649,764

Unique visitors

Visits

1,222,488

Unique pageviews
quepas 363

0 200,000 400,000 600,000 800,000 1,000,0001,200,0001,400,000

Open Data Catalog Pageviews per Day:
Pre-launch of kcmo.gov Post-launch of kemo.gov

342 1,039




WEBSITE VISIT DURATION

Average visit duration for March 1 through May 24
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TOP SEARCH TERMS ON KCMO.GOV

Search Term Total Unique Searches
(Apr 16-May 27, 2014)
trash 2,789
police reports 1,630
bulky 1,508
maps 1,052
tax information 1,034
academy 720
apply for program 719
barking dog 607

streefcar route

business license



NEXT UP: INTRANET

 What: City Communications is currently working
with Information Technology to update the myKC
employee intranet site to a Wordpress platform

 Why: Content contributors will only need to know
one system for both KCMO.gov and myKC.
Wordpress also has more flexibility in organizing
content.

* When: Goal is to launch the new myKC 2.0 by end
of summer/early fall






CITIZEN SATISFACTION WITH KCMORE




KCMOre

KANSAS CITY, MO. RESIDENT ENGAGEMENT MAGAZINE

FALL/WINTER 2013 SPRING/SUMMER 2014



KANSAS CITY, MO. RESIDENT ENGAGEMENT

cMPLOYEE

SPOTLIGHT 6 813,344,

DEVELOPMENT
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KCMOre

KANSAS CITY, MO, RESIDENT ENGAGEMENT MAGAZINE
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KCMORE MAGAZINE

KCMOre launched in 2011 to enhance strategic resident
communication/engagement, featuring stories on City services
and City innovations in technology, community resources,
sustainability, public safety, and development

How topics are determined:

Ask departments Stl;dy 311, et Align topics
about periormance . with Council
accomplishments management, recent City riorities
and commonly and citizen news and p
misunderstood o it and data
services/policies data recognitions

points




KCMORE DISTRIBUTION AND COST

Fiscal Year | Number Mailed | Approximate Cost

~  Fall 138,000 $111,500
% | Spring 138,000 $71,000
oy Fall 310,000 $109,000*
= Spring Online only --
< Fall 100,000** $50,000
% | Spring <500/Online $6,500

*In FY13, began using direct mail vendor to reduce postage costs
**In FY14, used citizen survey data to send to specific zipcodes
that preferred magazines via mail

Source: City Communications



KCMORE USER SURVEY (2012)

How satisfied were you with the
articles in KCMOre magazine?

Very
Dissatisfied
0%

No Dissatisfied
Response 0%

4%

Neutral
12%

Very
Satisfied
48%

Somewhat
Satisfied
36%

Did the articles in KCMOre Magazine
provide information that you have
not seen covered in local news

media? no
no response
4% 1%

Of survey respondents, 52% preferred the

magazine in print and 48% online







CITIZEN SATISFACTION WITH CHANNEL 2

. The quality of Kansas City, Missouri's government cable television channel
(Channel 2}
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CHANNEL 2 2

_/b«dback

LIVE PROGRAMMING




CHANNEL 2

Press
Conferences

Misc.

Instructional videos,

ORIGINAL PROGRAMMING



WHERE IS CHANNEL 27

AT&T U-verse:
Time Warner: Search for Google Fiber:

98.2 “government 142
access”

KCMO.gov:

Online live- YouTube:

streaming and All original content
video on demand




CHANNEL 2 ACCESS

Have any members of your household watched Channel 2,
KCMO'’s government cable television channel, in the last year?

0%
FY11 FY12 FY13 FY14

Source: Citizen Survey, FY11-FY14
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E Not available
on my
television

E No




CITY OF KCMO YOUTUBE CHANNEL

(DRI |- More than 29,000
/-

New KC Brand

Weekly Report
Snow Policy

e Adding the new KC Brand to your email
signature (Employees)

Most Viewed <
Videos

New Content <

Each Week FYTKC

Special Features

http://www.youtube.com/user/KCMOCCO

Kansas City, Mo. City Communications

Home Videos Playlists Channels Discussion About






KCMO ON TW

TTER

B @KCMO Twitter followers

@kcmo

Okomos1z| |Mov-1+ I 1 000
@kcmowater 0 5,000 10,000 15,000 20,000 25,000
@Kkcpolice @CityofKCMOJobs | | @kcmomanager
@Kkciairport @energyworksKC | | @MayorSlyJames
@kcmooem @KCMOPIlanning @KC1stDistrict
@Kkcbizcare | | @KCMOConvention @cindycirco
@aim4peace | | @kcmohealthdept @ChiefForte
@KCMOParks | | @mayorsnightskc | | @KCMOFireChief




SOCIAL MEDIA ENGAGEMENT STRATEGIES

. Budget Twitter Chat

o sporto

SN {xv -2 Follow
5 @sportogirl

Reading all these “kchelps tweets
makes me want to go shovel the
whole sidewalk on my street. What
an awesome hashtag. Love my town.

P Giles Rafol @gilesrafol - Feb 12
4 (wkcmo Thanks for #kcmobudget. Awesome way to connect with city and metro

residents.

Expand




»»»»» VISIT OUR -
V) SRR

WWW.KCMO.COoV

{LFRICAN AMERICAN

HISTORY MONTH

0
JAZZOO

JUNE 6, 2014

@’-3;{3{{'5- :
ROYALS

HOME OPENER 2014

FEATURE FRIDAY AVATARS



KCSTAT LIVE-TWEETING

===@KCMO Tweets & RTs ==Retweets ==Favorites ==Questions
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Source: City Communications






WATER ACCESS PROGRAM
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Kids Area Feeding Event

KCGROW WATER ACCESS PROGRAM & KAFé



EXECUTIVE
SUMMARY

REPORTS

KCMO ARTS CONVERGENCE






CAMPAIGN

WWW.KCMO.ORG/HIGHS

theteenennene
o SHERRARARARAEREY

s LA RSRRARERERRARART
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HIGH-5s FOR +5% dl

HIGH-5s
ALL AROUND!

CLICK ON THE IMAGE TO VISIT THE SITE

employee email and poster employee event

HIGH-5 CAMPAIGN
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EHGAGEMENT
UNIVERSITY

CEU

# Nextdoor

NEXTDOOR

KC MOMENTUM

FACEBOOK

RESIDENT ENGAGEMENT

Live
v

TWEET-ALONG

LIVE TWEET-ALONG

4

TWITTER

CAMPAIGN DELIVERABLES




COMMUNITY ENGAGEMENT UNIVERSITY

Inaugural Class Began
April 2014

25 participants

CLASS PHOTOS Next class planned for
September 2014




KCMOMENTUM

Welcome to KC Momentum.

Welcome to Kansas City's MindMixer, an online conversation sponsored by The City of Kansas

City, Mo. We are looking for new ways to hear from the community. Have an idea that could
improve our community? The City is listening!

Recent use:
* FY15 Budget Feedback
* Washington Square Park Planning

Plans for future:

* Active collaboration with MindMixer to apply this tool using best
practice methods

* Development of a “playbook” for running campaigns on MindMixer that
governs how they should be structured, how often they should run, etc.

* Development of an internal facing group on the MindMixer platform to
be used to gather employee feedback, in conjunction with the annual
employee survey

www.kcmomentum.org




WHAT’S NEXT FOR CITIZEN ENGAGEMENT

* A social network for neighborhoods with a “city
component” that would allow the city to push
communications to specific neighborhood groups

UL e Already up and running in many neighborhoods

* Idea was brought to table through the Ideas Fair
and has been developed by the Challenge Cabinet

« A platform for citizens to band together and
collectively ask questions of elected officials

* Once a threshold of interest has been reached,
@ m participating elected officials pledge to provide an
answer that will be publicly displayed

 Initial participants from KCMO: Mayor Sly James,
Councilman Ed Ford, and Councilman Dick Davis




Final Thoughts or Questions?

KCStat
([ LA




